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PENGARUH BRAND IDENTITY, BRAND IMAGE, BRAND
AWARENESS, DAN PERCEIVED QUALITY, 
TERHADAP PURCHASE DECISION 
PEPPER LUNCH DI SURABAYA
ABSTRAK
Penelitian ini bertujuan untuk mengetahui dan menganalisis hubungan
antara Brand identity, brand image, brand awereness, dan perceived quality
terhadap  purchase  decision pepper  lunch di  surabaya.  Penelitian  ini
merupakan penelitian kausal. Teknik pengambilan sampel yang digunakan
dalam  penelitian  ini  adalah snowball  sampling,  dengan  jumlah  sampel
sebanyak  100 responden.  Tiap  responden  tersebut  merupakan  konsumen
pepper lunch yang berdomisili di Surabaya. Data dikumpulkan melalui alat
bantu kuesioner dan selanjutnya diolah dengan teknik analisis Regresi linier
sederhana dan berganda menggunakan program SPSS. Hasil penelitian ini
menunjukkan bahwa  brand identity,  brand image,  brand awareness,  dan
perceived  quality memiliki  pengaruh  positif  dan  signifikan  terhadap
purchase decicion, oleh karena itu H1, H2, H3, H4, dan H5 didukung. 
Kata  kunci:  Brand  Identity,  Brand  Image,  Brand  Awareness,  Perceived
Quality, Purchase Decicion.
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THE EFFECT OF BRAND IDENTITY, BRAND IMAGE, BRAND
AWARENESS, AND PERCEIVED QUALITY,
ON PURCHASE DECISION
PEPPER LUNCH IN SURABAYA
ABSTRACT
This study aims to determine and analyze the relationship between
Brand  identity,  brand  image,  brand  awreness,  and  perceived  quality  of
purchase  decision  pepper  lunch  in  surabaya.  This  research  is  a  causal
research. The sampling technique used in this study is snowball sampling,
with the sample number of 100 respondents. Each respondent is a pepper
lunch  consumer  who  is  domiciled  in  Surabaya.  Materials  with
questionnaire then processed by technique of  simple and multiple linear
regression  analysis  by  using  SPSS  program.  The  results  of  this  study
indicate that brand identity, brand image, brand awareness, and perceived
quality  have  a  positive  and  significant  influence  on  purchase  decicion,
therefore H1, H2, H3, H4, and H5 are supported.
Keywords:  Brand  Identity,  Brand  Image,  Brand  Awareness,  Perceived
Quality, Purchase Decicion.
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